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Todays discussion is a in depth comparison of marketing methods strategies and skills used by two very different  but a like ,multi national hotel brands. Both are part of (IHG)but a close look will give an idea a how both use similar  marketing methods , style of branding as well as diverse target audience and advertising.

First one is the popular Holiday inn.. With the first venue to be opened dating all the back to 1952 in Memphis Black founded by Kemmons Wilsons , A long lasting and successful brand built with the intention to provide a cheap, consistent and family friendly hotel. Aiming for a specific target audience and  using communication strategies and campaigns such as the “were there” to become of the most used and successful hotel chains, ”Being there in person matters, We know the reason people travel is not exclusively about the location its self” said by global chief marketing officer Claire Bennett.

Secondly introduced the world famous Sixth Senses founded by Sonu Shivdasani and his wife Eva Malstrom in 1998,Award winning and known for its luxurious resorts and spas which offer a unique experience for there guests. 
Using location and characterized marketing as a main selling point ranging from majestic mountains to big city's, With plans off opening new branches in places such as New York, Austria , Switzerland and many more. ‘Off course hospitality is never about just a place to stay. We want our places and spaces to help you reconnect and explore what it means to be mentally, physically and emotionally happy” stated by Neil Jacobs chief executive officer.

Likely to assume that both hotels mentioned will have roughly the same future goals and targets, To keep the customers satisfied and remain successful right ? 

Collecting key information how both use distinct branding and advertisement, 
Investigating the pros and cons, Using analytical skills , recent studies 
combined with research to determine the similarities and differences 
both franchise sustain, Identify and evaluate any strength's and weakness’s 
using SWOT Analysis , The Various types off marketing mix both brands use and the differentiation in segmentation targeting and positioning.








Taking a look into some off the Swot/pestle strategies used and any challenges one might face starting with Holiday Inn, After studies show launching there global marketing campaign “were here” 
The company's largest marketing campaign in over a decade brings together two iconic leaders in global travel to demonstrate the power of in-person connection, Uniting Holiday Inn with Holiday inn Express using this communication strategy to combine to the two to reach a wider audience. Using radio to advertise across Uk and using digital and social media to reach places like Mexico and Canada.  
The use of technology is one of the main marketing used by the company but surprisingly is also one of the challenges they face. 
Taken from a journal released by IHG themselves.. “Technology has changed the way we behave in our daily lives. This has had a direct, and fundamental, impact on business. Global brands need to address the complex, sometimes opposing needs of today’s customers in order to fulfil their expectations” was commented by Richard Solomonns the chief executive officer for IHG, in relation to this the brand offer one of the most best loyalty schemes run by a hotel , with a breath taking 100 million people subscribed. For Holiday Inn, SWOT analysis can help the brand focus on building upon its strengths and opportunities while addressing its weaknesses as well as threats to improve its market position. For example the brand have over 1200 hotels world wide and are entering new markets across continents, That being said the brand also face problem of still trying increase penetration in the emerging economies. 

Sixth Senses who use a similar but different approach to connect and reach to there cliental. “Millennials are very important to Six Senses. We know that our position on sustainability and wellness deeply connects with this generation and they seek out properties for these reasons”. (“The booming development of Six Senses – an exclusive interview with CEO Neil Jacobs” 2017) but with a difference target audience aiming for millennials , couples and families.
Putting in huge effort into there sustainability campaign that are eye catching and highly attractive for millennials , after the turndown service of each villa a stainless steel straw and toothbrush is left in the villa for the guest to take home to keep for themselves. Using a differentiated and concentrated (Niche) marketing strategy offering new and memorable experiences for the guests. For example at the Six Senses resort based in Nihn Van Bay-Vietnam, Guests can go to the local lobster farm to select there lobsters to bring back to be prepared by the chef. This only isn’t just a great experience for the guest but it also supports the local fishermen this being a major economic factor.
The fact that Sixth senses are able to give the guest such a unique experience ranging from bbqs cooked by personal butlers to romantic picnics in break taking locations leaves a level threat to the brand its self when it comes to competitors. 
The use of PESTLE also play a major part which separates legal from (political and environment , from (political to social).  .


After the covid outbreak both hotels were impacted with a cynical economic downturn back in 2020. When social distancing was put in place and had a global pandemic the hospitality economic output was 42% lower than 2019. Restrictions on trading and new social distancing rules put in place meant that this was a massive financial impact for both  hotels mentioned, Going back in time to 2020 “around 3% or 199 IHG hotels were still closed in September” stated in a newspaper article by the guardian. 
Just like Holiday inn this global pandemic also had a big impact on the Sixth Senses resorts, When vaccinations were put in place and a global pandemic happening at the time was a problem.. a statement from Sixth Senses them self
“Local Area Vaccine Mandates: some destinations globally may be under a local area vaccine mandate. Prior to travelling, you are encouraged to review local legislation related to Covid-19 for the destinations you plan to visit” Obviously with social distancing put in place and travel put on hold its fair to say this had a major impact for both hotels.





Moving on is a comparison of the tools used when it comes to the marketing mix painting a picture of how both brands imply the 7’s P’s which are promotion, price , people , packaging and process.  
 
As already stated above using campaigns such as the “were there” one brought to us by holiday inn and also teaming up with digital road trip planner. Which offers guest a chance to win a holiday/vacation , through to use off this market activity and collaborating with select third parties enable holiday inn to drive engagement and prove value for customers.
Stated by vice president of Holiday Inn and Crown Plaza, Eric Lent. 
With affordable prices and amazing promotion packages giving customers the chance to collect points after each stay and after collecting enough the points can be used to pay for or make cheaper hotel stays. 

Taking  a closer look one thing these both brands have in common is the to goal to reduce plastic. Started with Sixth Senses who have been serious about reducing disposable plastic since the 1990s, Like the stated above the use of stainless steel toothbrushes and straws left in villas for the guests and also the use of glass bottled water to help the environment and reduce plastic , information from Sixth Senses regarding the sustainably campaign.

Supporting this Holiday Inn also have a similar take on this , Ditching miniature plastic bottles across 5000 sites world wide with a aim to reduce plastic waste. “IHG has pioneered the move to minimal waste in the hospitality industry and we’re excited to spell the end of bathroom miniatures through our collaboration with unilever.” Which was commented by Yasmin Diamond executive vice president for IHG 

Now taking a look into the segmentation targeting and positioning , Viewing the various brand customer segments using similar well tools to compare. See what target strategies and positing tools to compare them both, There are 6 types of customer segmentation to help aim for the right target they are behavioural segmentation , psychographic , demographic occasional and cultural.
The hotel industry is arguably one of the most lucrative businesses and also very competitive and volatile. Most multinational hotels use the concept of Market segmentation targeting and positioning to serve the different customer base
Holiday inn offers limited services targeting, Their marketing segmentation is mainly demographic whereby the products are packaged focusing on the income of the targeted market where Sixth Senses focus more on the psychographic side of marketing segmentation and plays a fundamental part as they understand there guests personality traits and adapt for new couples. 

After a comparison of the two its fair to say they  both use different marketing methods and aim for different target audiences , have both faced the same issues over the recent years and both offer there guest a memorable and unique stay. Both use different segmentation targeting and also have similar objectives. 
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